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ABSTRACT  
 
Emotions may influence the firm’s decision to pursue international activity yet emotions’ 
influence in international entrepreneurial research has primarily been neglected. Very few 
empirical studies to date provide insight into the role of positive and negative emotions, how 
these emotions influence international entrepreneurial identity and behavior, and how complex 
emotion regulation processes transpire, within next-generation technology-driven environments. 
We argue that in order to allow entrepreneurs to effectively manage emotions and succeed in 
technology-driven environments, examination of emotions in the context of the next-generation 
entrepreneur is imperative. The aim of this paper is to further understand and offer an 
explanation as to why some next-generation international entrepreneurs are better able to manage 
emotions and draw on healthier coping styles to regulate and process their emotions. In doing so 
we extend the literature on international entrepreneurial identity by applying cognitive appraisal 
theory and contrasting it with emotional regulation theory for next-generation founders who 
operate in dynamic technology-driven environments.   
 
Keywords 
Emotion, emotion regulation, entrepreneurial identity, Internet, next-generation, international 
entrepreneurship.   
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INTRODUCTION 
 
Advances in information and communication technologies have brought considerable change in 
the past two decades in how firms are structured and how they operate. The Internet, which has 
been championed as the most significant advancement for business in the last decade, has been 
conceptualized as a key enabler of firm internationalization (Glavas & Mathews, 2014). The 
Internet has enabled internationalization by assisting firms in improving the efficiency of 
international market transactions (Gabielsson & Manek Kirpalani, 2004), through increased 
speed (Oviatt & McDougall, 2005) and quality of communications (Reuber & Fischer, 2011); 
whilst also assisting firms in the recognition of new international opportunities (Morgan-
Thomas, 2009). The term ‘Internet-enabled’ (cf. Reuber & Fischer, 2011) has been broadly 
employed to describe tactical use of technology to mediate the firm’s business-related activities. 
Comparable terms are also in use and include, ‘high-tech firm internationalisation’ (Aspelund & 
Moen, 2004), ‘Internet-mediated firms’ (Petersen, Welch & Liesch, 2002), and ‘technology-
mediated firms’ (Glavas & Mathews, 2015). Although these terms speak to the strategic use of 
technology, these conceptualizations are built on generality, and are not specific to the context of 
next-generation firms who fully integrate new technologies into their business models and 
practices. Although not formally defined, we propose that next-generation firms are built 
primarily around new technologies, and that these technologies are essential for the operation of 
these firms. Thus, given the speed of technology evolution as well as the shifting international 
landscape, international entrepreneurs today are operating in, and are adapting to, highly 
dynamic, rapidly changing, and unpredictable business environments (Reuber & Fischer, 2011). 
The constantly evolving nature of the international operating environment can lead to business 
stress and even business failure (Baron, 2008), which can give rise to a range of emotions as the 
entrepreneur interacts with their environment (Markowska, Härtel, Brundin & Roan, 2015). 
International entrepreneurship has, for this reason, been identified as an emotional journey. 
 Emotions are mental states or mindsets of readiness that arise from appraisals of 
situations or from one’s own reasoning and/or thoughts (Bagozzi, Gopinath & Nyer, 1999). In 
dealing with the dynamic nature of emotional behaviour we conceptualize emotion as a process 
rather than as a steady state (Scherer, 1982), and draw from the broad definition of Scherer 
(1982), who suggested that ‘emotions are the interface between an organism and its environment, 
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mediating between constantly changing situations and events and the individual’s behavioral 
responses’ (pg. 556). Previous research (cf. Zahra, Korri & Yu, 2005) suggests that an 
entrepreneurs’ cognition is environment-constrained, and therefore the interaction between 
entrepreneurs and their environment plays a substantial role in shaping cognitive processes and 
therefore behaviors. In this research, we draw upon psychological research on emotion regulation 
(Gross, 1998; 2002; Gross & Thompson, 2007), an emerging field of research within the 
emotions-based literature, and also within the field of entrepreneurship. Emotion regulation 
actions are behaviours that knowingly maintain or modify self-emotional experiences to achieve 
explicit goals (Gross, 2002). Thus, emotion regulation research examines how individuals 
influence which emotions they experience, when they experience them, and how they experience 
and express them (Gross, 1998). Moreover, emotion regulation includes all of the conscious and 
unconscious efforts to increase, maintain, or decrease one or more components of an emotion 
(Gross, 1999). Thus, emotion regulation can be extended to the emotions of entrepreneurs, 
specifically when they operate in environments characterized by evolving change. Research 
highlights that the inability of the entrepreneur to recognise and regulate emotion is also a barrier 
to the firm’s progression and survival (cf. Maor & Gross, 2015). As such, research suggests that 
emotion regulation strategies can assist entrepreneurs in processing information more clearly and 
efficiently (Mitchell, Mitchell & Randolph-Seng, 2014), ultimately assisting firms and their 
performance outcomes.  
 Previous individual-level analysis, albeit limited, tends to focus overwhelmingly on 
individual or discrete emotions (cf. Simpson, Irvine, Balta & Dickson, 2015). Although 
cognition has played a central role in studies of entrepreneurship, the majority of research has 
been devoted to examining the cognitive processes of entrepreneurs (cf. Ward, 2004; Haynie & 
Shepherd, 2009; Foo, 2011; Grégoire, Corbett & McMullen, 2011; Grégoire, Cornelissen, 
Dimov & Burg, 2015), with less attention given to emotions. Where emotions are examined in 
the entrepreneurship literature, research has generally focused on discrete emotions, either 
positive emotions, such as passion (cf. Simpson et al., 2015), and joy (cf. Welpe, Spörrle, 
Grichnik, Michl & Audretsch, 2012), or negative emotions such as fear, anger (cf. Cacciotti & 
Hayton, 2015) and grief (cf. Patzelt & Shepherd, 2011), despite research contending that 
entrepreneurs can experience mixed emotions (Podoynitsyna, Van der Bij & Song, 2011), that 
are process-driven (Scherer, 1982). 
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 The examination of emotions from an emotion regulation perspective in the 
entrepreneurship literature is rare, even more so within an international context, and when 
considering the evolving technology-driven environments in which some international 
entrepreneurs operate. The findings indicate that studies examining the regulation of emotions in 
the entrepreneurship context either draw broadly from the ‘coping literature’ (cf. Patzelt & 
Shepherd, 2011), ‘emotions management theory’ (cf. Shaw, 2011; Huy & Zott, 2015), or the 
‘self-control literature’ (cf. Van Gelderen, Kautonen & Fink, 2015); these studies are not closely 
related to theory of emotion regulation. Other studies (cf. Zott, & Huy, 2010; He, Sirén, Singh & 
Solomon, 2013; Maor & Gross, 2015) draw on some areas of emotion research from the 
psychology literature, but fail to fully integrate the concept into the entrepreneurial context, 
where emotion regulation is not just a coping strategy, but a necessary ability in order to succeed 
as a next-generation entrepreneur. Overall, very few empirical studies to date can provide insight 
into the positive and negative emotions influencing founders and their behaviour, and secondly, 
how founders regulate their emotions when operating in dynamic, technology-driven 
environments. We argue that in order to allow entrepreneurs to effectively manage emotions and 
succeed in technology-driven environments, examination of emotions in the context of the next-
generation entrepreneur is imperative. Thus, the aim of this paper is to provide insight into the 
role of positive and negative emotions, how they influence international entrepreneurial identity 
and behavior, and how complex emotion regulation processes transpire, in next-generation 
technology-driven environments. In doing so we offer an explanation as to why some next-
generation international entrepreneurs are better able to manage emotions and draw on healthier 
coping styles to regulate and process their emotions. 
 The remainder of this paper proceeds as follows. The literature review presents the 
theoretical framework, where the international entrepreneurship literature interconnects with 
discussions around emotions and emotion regulation within the context of next-generation 
international entrepreneurship. Thereafter, follows the methodology, which presents the process 
for collecting and analyzing interview data. Subsequently, the analysis and findings are provided. 
The paper concludes with a discussion and conclusion, outlining implications for further research 
and practice.  
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LITERATURE REVIEW  
 
International Next-Generation Firms  
The Internet, which has been championed as the most significant advancement for business in 
the last decade, has been conceptualized as a key enabler of firm internationalization (Glavas & 
Mathews, 2014). The Internet enables efficient international market transactions (Gabielsson and 
Manek Kirpalani, 2004), through increased speed (Oviatt & MacDougall, 2005) and higher 
quality of communications (Reuber and Fischer, 2011); and also assists firms in the recognition 
of new international opportunities (Morgan-Thomas, 2009). Although the definition of 
internationalization has been subject to much discourse (Knight, 2015), in this research we 
ascribe to a widely cited and supported conceptualization - by Oviatt and McDougall (2005) who 
suggest that internationalization involves - ‘the free flow of goods and services across a countries 
national boarders’.   
 The Internet and technologies that have enabled it have profoundly impacted the ways in 
which business is conducted. Firms are now capitalizing on the opportunities that an Internet and 
modern communication technology environment offers (Glavas & Mathews, 2014). 
Technological revolutions, such as the development of the Internet, have created a new 
competitive landscape for firms (Morgan-Thomas, 2009), allowing businesses to lower 
transaction costs dramatically across their supply and demand chains (Petersen, Welch & Liesch, 
2002), by redefining business relationships, allowing for greater interconnectedness with global 
supply chains (Sigfusson & Chetty, 2013) and by creating additional revenue streams through 
innovative practice (Mathews and Healy, 2014). However, although it has been acknowledged 
that the Internet and modern communication technologies can provide business with 
opportunities to extend their international reach (cf.Cavusgil & Knight, 2015; Reuber & Fischer, 
2011); these conceptualizations are not specific to the examination of firms who will leverage 
new technologies and be international from the outset. Moreover, there have been few systematic 
investigations into the notion of the ‘next-generation’ firm; leading to scant understanding of 
how next-generation firms are characterized, how they operate, and how they will influence the 
international business environment. Indeed, rigorous insights are yet to be captured in the 
international business and entrepreneurship literature. Instead, the majority of extant research 
 7 
 
examines antiquated technology that will soon be rendered obsolete for next-generation firms 
operating in dynamic technology-driven environments.    
 Advances in information and communications technologies have wrought enormous 
change in the past two decades in how markets and firms operate (Economist Intelligence Unit, 
2011). It is plausible to expect that new technology (such as wearable and remote smart devices, 
robotics, and brain-computer interfaces) will significantly influence business models over the 
next decade, while much of the development in new technologies is still abstract, their realization 
is fast approaching. As consequence, adapting quickly and efficiently to the advent of new 
technology will be an important capability for firms operating domestically, as well as those 
trading across international markets. The need for further research (particularly at the individual-
level) becomes even more prevalent when considering the next-generation firm (Coviello, 2015). 
For next-generation firms, business models will change beyond recognition. Advances in 
information communication technologies will undeniably transform the ways in which new 
business are established, and the ways in which existing businesses compete. Current 
technology, such as the Internet, simply will not be enough to assist firms in survival and growth. 
Instead, it will be business processes that must be optimized to add tangible value (Economist 
Intelligence Unit, 2011). 
 The term ‘Internet-enabled’ (cf. Reuber & Fischer, 2011) has been broadly employed to 
describe the use of technology, such as the Internet, to mediate the firm’s business activities, 
such as internationalization (Internet-enabled internalization). That is Internet-enabled firms seek 
out international opportunities through strategic and/or tactical use of the Internet. Comparable 
terms are also in use and include, but are not limited to ‘high-tech firm internalization’ 
(Aspelund & Moen, 2004), ‘Internet-mediated firms’ (Petersen et al., 2002), and ‘technology-
mediated firms’ (Glavas & Mathews, 2015). However, although these terms speak to the 
strategic use of the technology, such as the Internet for firm internationalization, these 
conceptualizations and their generality are not specific to the context of next-generation firms 
who fully integrate new technologies into their business model and practice. In essence, next-
generation firms do not merely utilise these technologies, rather these technologies are integral to 
the very nature of these firms. That is new technologies are deeply rooted within the firm. 
Although not formally defined, we propose the following definition of the next-generation firm; 
‘Firms that are built primarily around new technologies, these technologies are essential for the 
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operation of firms and thus, as a consequence business is inherently international and global 
from the outset’. 
 The notion of ‘next-generation’ within business contexts has been used broadly to 
describe entrepreneurs and succession planning (cf. Steier, 2015), next-generation family 
members in family firms (cf. Handler, 1991), and in higher education exploring opportunities for 
students to become more entrepreneurial in nature (Bell, 2015); however these 
conceptualizations do not speak to the concept of the next-generation firm, one that is built 
primarily around new technologies, nor do they transfer into international entrepreneurship and 
international business literature. A notable exception is the commentary published by Coviello 
(2015) who highlight the need for further research examining next-generation firms, although 
this mere call to research does not provide an empirical evidence base.  
 
International Entrepreneurship through Individual-Level Analysis   
This study is positioned at the intersection of both international business and entrepreneurship 
research (Coviello & Jones, 2004), an intersection described by McDougall and Oviatt (2000) as 
the emerging field of ‘international entrepreneurship’. International entrepreneurship as an 
emergent field (Wright and Ricks, 1994) has attracted interest from scholars across international 
business, management and entrepreneurship fields of research. Although research suggests that 
this diversity in perspective has led to disparate, inconsistent and fragmented definitions of 
international entrepreneurship (Jones, Coviello and Tang, 2011), we draw from the most widely 
citied and supported definition by Oviatt and McDougall (2005), who define international 
entrepreneurship as the ‘the discovery, enactment, evaluation, and exploitation of opportunities – 
across national borders – to create future goods and services’ (p. 540). The phrase ‘across 
national borders’ highlights with exacting attention, the importance of firms and individuals who 
discover, enact, evaluate and exploit international opportunities that exist beyond the borders of a 
domestic market (Oviatt and McDougall, 2005). In the context of international entrepreneurship, 
this study falls into the most prevalent ontological category of studies examining 
‘entrepreneurship internationalization’ at the level of the individual international entrepreneur 
(Jones, Coviello and Tang, 2011). It is individuals who effectuate entrepreneurial initiatives 
(Schumpeter, 1934) thus, this research draws on analysis from the individual and firm-level 
analysis.  
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 Although entrepreneurs themselves are individuals, they operate in organizational (Shane 
and Venkataraman, 2000), economic and institutional environments (Veciana and Urbano, 
2008), their activities result in the creation and improvement of business (Canina et al., 2012). 
Increasingly, studies of entrepreneurship and international business are permitting the interaction 
between individual and firm levels to be analysed (Canina et al., 2012), because these two levels 
are inherently intertwined (Davidson and Wiklund, 2000), this convergence of concepts is 
presenting as an evolution of theory in the entrepreneurship domain. Within international 
entrepreneurship however, research studies primarily remain focused on firm-level analysis.  
A thematic review of ontology in international entrepreneurship studies (cf. Jones et al., 2011) 
indicates that overwhelmingly studies within the field primarily explore ‘entrepreneurial 
internationalization’; studies that, in different ways, are concerned with entrepreneurship that 
crosses national borders. The review also highlights that more than 80 percent of these studies 
are focused on firm-level analysis. Therefore, much research in the domain has focused on the 
analysis of international entrepreneurship at the firm level. In general, extant studies largely 
present empirical research outlining the firm’s progression into international markets from a born 
global perspective (cf. Zander, McDougall-Covin & Rose, 2015; Knight & Cavusgil, 2004), 
internationalization standpoint (cf. Reuber & Fischer, 2011) and through the opportunity-
identification lens (cf., Chowdhury, Audretsch & Belitski, 2015; Chandra, Styles & Wilkinson, 
2011). Further, these studies presented here in general focus on firm-level orientations, strategies 
and strategic capabilities; the role of the individual in international entrepreneurial 
internationalization is continuously overlooked. In this light, research argues that to fully 
understand the firm international entrepreneurial internationalization trajectories, we must 
understand the individual(s) that founds and drives the firm’s international goals (Coviello, 
2015).  
 Since international entrepreneurship is a field with a rapidly accumulating body of 
knowledge on complex phenomena primarily aimed at firm-level of analysis, it seems timely that 
studies increasingly focus on the individual-level. As such, research highlights that this may also 
mean taking a closer look at studies of entrepreneurship for further insight (Coviello, 2015). By 
drawing firm and individual-level variables this research answers the call for future research to 
combine individual-level analysis with firm and organizational variables in the in order to better 
explain performance differentials among entrepreneurial firms (Canina et al., 2012). Further, this 
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research answers the call for research as proposed by Coviello (2015) who suggested the need 
for individual-level research, combined with firm-level analysis for the understanding of the 
mechanisms of internationalization. Further, Sarasvathy, Kumar, York and Bhagavatula (2014), 
propose that research characterizing the entrepreneur as a ‘holistic bundle of identity, traits and 
knowledge is lacking in current studies of international entrepreneurship, hence our study and its 
merit is justified. Furthermore, research argues that the need for international entrepreneurship 
and international business research at the level of the individual becomes more pertinent in 
considering the next generation of founders (Coviello, 2015).   
 
Emotions and International Entrepreneurs  
Emotions are mental states or mindsets of readiness that arise from appraisals of situations or 
one’s own reasoning and/or thoughts (Bagozzi, Gopinath & Nyer, 1999). Considerable discourse 
in the literature indicates that defining emotions is somewhat problematic (Russell-Bennett & 
Härtel, 2011), therefore it is important to highlight the definition of emotion we adopt. In dealing 
with the dynamic nature of emotional behaviour we conceptualize emotion as a process rather 
than a steady state (Scherer, 1982). In this way, we draw from the broad definition of Scherer 
(1982), who suggests that ‘emotions are the interface between an organism and its environment, 
mediating between constantly changing situations and events and the individual’s behavioral 
responses’ (pg. 556). In accord with this conceptualization of emotion, we adopt a cognitive 
appraisal perspective. Cognitive appraisal theory views the emotion process as encompassing an 
affective event, inducing appraisal processes and emotional reactions (Russell-Bennett & Härtel, 
2011), thus allows a person to evaluate whether a particular encounter with the environment is 
relevant to his/her well-being (Folkman, Lazarus, Dunkel-Schetter, DeLongis & Gruen, 1986). 
Previous research (cf. Zahra, Korri and Yu, 2005) suggests that an entrepreneurs’ cognition is 
environment-constrained, and therefore the interaction between entrepreneurs and their 
environment plays a substantial role in shaping cognitive processes and therefore behaviours.  
 
Cognition has played a central role in studies of entrepreneurship, with majority of research 
devoted to examining the cognitive processes of entrepreneurs (cf. Ward, 2004; Haynie & 
Shepherd, 2009; Foo, 2011; Grégoire, Corbett & McMullen, 2011; Grégoire, Cornelissen, 
Dimov & Burg, 2015). This cognition focus advances our understanding of the influence of 
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emotions on entrepreneurial behaviour and decision-making (Shepherd et al., 2015), but the 
effect of emotions on entrepreneurial behaviour decision-making in the context of firms 
embarking on internationalization processes is rare. A notable exception is the study of cognition 
and international entrepreneurship by Zahra et al., (2005), who take an opportunity 
recognition/exploitation approach for implementation of cognition approaches in international 
entrepreneurship research. Whilst this study places emphasis on the importance of micro-level 
approaches in international entrepreneurship, the study is conceptual in nature and is concerned 
with cognition from a broad sense, exploring mental action and processes for acquiring 
knowledge, which lacks the inclusion emotions. Similarly, research, albeit limited, tends to focus 
mainly on discrete emotions, either positive emotions, such as passion (cf. Simpson et al., 2015), 
and joy (cf. Welpe, Spörrle, Grichnik, Michl & Audretsch, 2012), or negative emotions such as, 
fear and anger (cf. Cacciotti & Hayton, 2015) and grief (cf. Patzelt & Shepherd, 2011), despite 
research contending that entrepreneurs can experience mixed emotions (Podoynitsyna, Van der 
Bij & Song, 2011) that are process-driven (Scherer, 1982).  
 Although research highlights that entrepreneurs likely experience mixed rather than 
single basic emotions in their decision making (Podoynitsyna et al., 2011), supporting evidence 
is however limited, especially in the international entrepreneurship domain. Comparable to 
established multi-national organisations, smaller international entrepreneurial firms often deal 
with ambiguous situations (Eisenhardt & Sull, 2001; Reuber & Fischer, 2011), they often operate 
in environments that are highly dynamic and constantly evolving (Glavas & Mathews, 2014). 
This is especially true for the next-generation founder who operates in dynamic and evolving 
environments. International entrepreneurship for this reason has been identified as an emotional 
journey. The entrepreneurial context which makes international entrepreneurship an emotional 
endeavor could be the result of the social context in which entrepreneurs operate, such as rapidly 
changing technological environments (Glavas and Mathews, 2014). The literature also highlights 
that international entrepreneurial tasks are highly varied in nature (Glavas & Mathews (2014), 
and change in nature as the firm embarks further through the process of internationalization 
(Knight, 2001). Performing these tasks in highly uncertain and often unpredictable environments 
may influence the cognition, emotions and behaviours of entrepreneurs (Baron, 2008). 
Additionally, research highlights that the greater the ambiguity in their working environment the 
more likely that entrepreneurs will experience different emotions at the same time (Larson, 
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McGraw, Mellers & Cacioppo, 2004), especially when we consider that emotion play a key role 
in entrepreneurial decision-making (Podoynitsyna et al., 2011; Shepherd et al., 2015). Moreover, 
research highlights that emotional responses of entrepreneurs are heterogeneous; these 
differences have an impact on entrepreneurial decision-making (Shepherd, Williams & Patzelt, 
2014). Thus, studying both positive and negative emotions can provide valuable insights for 
international entrepreneurs, especially those operating next-generation environments. Overall, 
we argue that emotions are important for entrepreneurs, as they are likely to influence decision-
making process within the firm (Podoynitsyna et al., 201), including strategy-level decisions 
related to the international activity of the firm. For international entrepreneurs, technology will 
also enable significant leaps forward in terms of innovation, efficiency and competitiveness 
(Ricoh, 2015), and therefore examination of emotion in the context of the next-generation 
entrepreneur is imperative.  
 
Emotion Regulation 
In this research, we integrate psychological research on emotion regulation (Gross, 1998; 2002; 
Gross & Thompson, 2007), an emerging field of research, with entrepreneurship. Emotion 
regulation actions are behaviours that knowingly maintain or modify self-emotional experiences 
to achieve explicit goals (Gross, 2002). Thus, emotion regulation studies how individuals 
influence which emotions they have, when they have them, and how they experience and express 
them (Gross, 1998). Moreover, emotion regulation includes all of the conscious and unconscious 
efforts to increase, maintain, or decrease one or more components of an emotion (Gross, 1999). 
Thus, emotion regulation can be extended to emotional entrepreneurs, specifically when they 
operate in next-generation environments.  
 Entrepreneurs often operate in rapidly changing and unpredictable environments (Baron, 
2008), these unpredictable changes in the operating environment of firms can lead to business 
stress, and at time business failure. The Australian Bureau of Statistics reports that just over 60 
percent of businesses firms will cease operations (or fail) in the first 3 years of starting (ABS, 
2015). Causes of these failures include, but are not limited to, barriers to domestic and 
international market entry, lack of resourcing, inexperience of the entrepreneur and therefore the 
firm, external market pressures beyond the firm’s control, and, poor judgement and decision-
making processes. Additionally, research also highlights that the inability of the entrepreneur to 
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recognise and regulate emotion is also a barrier to the firm’s progression and survival (cf. Maor 
& Gross, 2015). As such, research suggests that emotion regulation strategies are important for 
entrepreneurial firms (Maor & Gross, 2015). Effective emotion regulation strategies can assist 
entrepreneurs in processing information more clearly and efficiently (Mitchell, Mitchell & 
Randolph-Seng, 2014). Further, research shows (cf. Yurtserver, 2008) empirically that, when 
individuals experience negative emotions, those who regulate these emotions reap significantly 
higher economic profits than those who do not choose to engage in such behaviour (Mitchell et 
al., 2014). The consequence of poor emotion regulation strategies, coupled with negative 
emotions could mean the difference between the firm’s overall success and failure, especially as 
decision-making within entrepreneurial firms in usually cantered in the hands on one or very few 
people (Glavas & Mathews, 2014). In considering these findings, research suggests that 
entrepreneurs would be better served by engaging in emotion regulation (Mitchell et al., 2014).  
 Previous individual-level analysis, albeit limited, tends to focus overwhelmingly on 
individual or discrete emotions (cf. Simpson, Irvine, Balta & Dickson, 2015), the examination of 
emotions from an emotion regulation perspective is rare. Based on the review of the literature we 
sought to identify those studies in entrepreneurship and international entrepreneurship examining 
the emotion regulation of founder(s). On the basis of the above, we searched journal databases 
for any of the words ‘entrepreneur(s)’, ‘entrepreneurship’, ‘international entrepreneurs(s)’, 
‘founder(s)’, AND any of the words ‘emotion’(s), ‘emotion regulation’, ‘emotion management’, 
‘self-control’, ‘coping’. To provide a review of research, we searched for articles that included 
the keywords, as listed above, in their title, abstract, or keywords. The findings yielded no results 
for studies in the domain of international entrepreneurship, but produced seven studies from the 
field of entrepreneurship, as seen in Table 1. Studies examining the regulation of emotions in the 
entrepreneurship context either draw from ‘emotion regulation theory’ (cf. Patzelt & Shepherd, 
2011; He, Sirén, Singh & Solomon, 2013; Maor & Gross, 2015; Zott, & Huy, 2010), the 
‘emotions management theory’ (cf. Shaw, 2011; Huy & Zott, 2015), or the ‘self-control’ 
literature (cf. Van Gelderen, Kautonen & Fink, 2015), although not closely related to theories of 
emotion regulation. The most recent study of emotion regulation in the context of 
entrepreneurship is published by Maor and Gross (2015). Although the study has implications for 
political science and international relations, the study provides perhaps the most comprehensive 
insight into the emotion regulation of entrepreneurs to date. While the extant literature begins to 
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acknowledge the importance of extending emotion regulation to entrepreneurship, with current 
studies having yielded important insights, what is now required is a framework for examining 
how entrepreneurs regulate their emotions in next-generation environments. As such, very few 
empirical studies to date can provide insight into the positive and negative emotions influencing 
founders and their behaviour, and secondly, how founders regulate these discrete emotions when 
operate in dynamic, technology-driven environments.  
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METHODOLOGY  
This paper implements a qualitative, narrative approach and draws on the lived experiences of 
international entrepreneurs to investigate emotion, emotion regulation and entrepreneurial 
identify of next-generation international entrepreneurs. Together, these experiences tell a 
collective story of how emotion influences international entrepreneurial decision-making, shapes 
an entrepreneurial identify and engenders outcomes for themselves and their ventures. The use of 
a qualitative approach in our research is timely, given the perceived ‘scarcity and lack of variety 
of qualitative methods’, speciﬁcally with reference to the entrepreneurial cognition domain 
(Hindle, 2004).  
 
Research Design  
To investigate, the lived experiences of international entrepreneurs, 18 narrative interviews, 
lasting on average 1 and 55 minutes were conducted. Narrative is a discourse with “a clear 
sequential order that connects events in a meaningful way for a definite audience and thus offer 
insights about the world and/or people’s experiences of it” (Hinchman and Hinchman, 1997, p. 
xvi). Beyers (2006) outlines that narratives distinguish themselves form other discourses by three 
key elements; (i) they temporal, representing events as part of sequences which has a beginning, 
a middle and an end; (ii) the are meaningful, by ordering events into a temporal sequence which 
relate to a definite resolution or conclusion, and thus, narratives are said to have a causal 
dimension, and; (iii) narratives are inherently social as they are produced for specific audiences, 
consequently, they become meaningful to those audiences. Narrative is a device of interpretation 
through which people make sense of themselves and their experiences and can contain of 
transformation, action and characters, which combine to form an overall storyline or plot 
(Lawler, 242). Further, the use of narrative as a research methodology has begun to gain 
momentum in entrepreneurship fields of research (cf. Downing, 2005; Fletcher, 2007; 
Venkataraman et al., 2013). In this research, we draw on a number of lived experiences (cf. 
Elliot, 2005) in relation to key decision-making over the firm’s evolution, as opposed to focusing 
on one specific event (cf. Singh, Corner and Pavlovich, 2015).  
 Narrative interviews with international entrepreneurs contained two parts. First, 
entrepreneurs were asked to take time to reflect and map out on paper, all key decision points 
across the firm’s evolution – from venture inception through to growth, maturity, and in some 
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cases, decline and/or failure – thus, developing a narrative map of key decision-making points 
during the entrepreneurial journey to date. Second, we focused on the elicitation of lived 
experiences, feelings and emotions of international entrepreneurs by drawing on Critical Incident 
Technique (Flanagan 1954). Drawing on the narrative map exercise, we explored each key 
decision point and discussed the significance of the decision made, the felt emotions both 
positive and negative and the emotion regulation strategies that were drawn on as a way of 
dealing with felt emotions.     
 
Data Analysis  
The methodological recommendations of Kitzinger and Barbour (1999) guided the analysis of 
the data. During the interviews, Critical Incident Technique (Flanagan 1954) was used to identify 
the lived experiences of international entrepreneurs and key decisions made across the firm’s 
evolution. To obtain responses, Day Reconstruction Method was used (DRM) where participants 
play back in their mind (like a movie) the activities and emotional experiences of a day in the 
past (Kahneman, Krueger, Schkade, Schwarz, and Stone 2004). Participants were then asked to 
describe what they had recalled and express their current thoughts and feelings about the events.  
The analysis of transcript data draws on the coding procedures as conceptualized by Fereday and 
Muir-Cochrane (2006) and Strauss and Corbin (1990).  
 The process of synthesizing interview transcripts and observer notes, as well as applying 
codes to the analysis of data ensured that richness in qualitative data was achieved. The method 
of qualitative analysis was a hybrid approach, incorporating both the deductive a priori template 
of codes approach, as outlined by Crabtree and Miller (1999), and Boyatzis (1998). The first 
stage was the deductive approach – using previous literature to develop a codebook (cf. 
Appendix 1 for a sample of the codebook). The second, inductive stage involved identifying 
relationships amongst the data to account for new ideas as defined by participations experiences 
and emotive responses. The final stage then involved revisiting the literature to understand and 
articulate original insights and new findings. The process of summarizing and identifying initial 
themes occurred through listening to, reading and recapitulating the raw data. In essence, this 
open coding technique began by analyzing the first interview transcript with a line-by-line 
analysis (Strauss and Corbin 1990). This process involved the close examination of the text, 
mainly phrase by phrase but sometimes by single words. Manual coding was then supplemented 
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with the software program NVIVO 10 by QSR. All manual coding was entered into NIVIVO 10 
- a platform for the analysis of unstructured data. The unit of analysis included both words and 
phrases of emotional content.  
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ANALYSIS AND FINDINGS  
 
Emotions 
The emotions framework selected is the hierarchy of emotions (cf. Laros & Steenkamp, 2005) 
based on the conceptualisation of Richins (1997). In this hierarchy, there are four negative basic 
emotions (sadness, fear, anger, shame) and four positive basic emotions (contentment, happiness, 
love, pride). Additionally, 37 sub-emotions (positive and negative emotions) were also analysed. 
We found that the emotional experience of international entrepreneurs is multi-dimensional. 
Mixed emotion duality in particular was prevalent, particularly, polarised emotions (i.e. 
‘excitement’ and ‘dread’, ‘happiness’ and ‘regret’). For example, the following quote from a 
female entrepreneur of an online superannuation app describes this concept of emotional duality 
in the initial stages of venture formation;  
 
 “Initially, I was inspired, happy, empowered. Negative emotions would be only I regret that I didn't start 
 earlier,  regret because you always think you can’t do something and then you meet these people and 
 they’re  amazing. I felt a little bit inferior obviously because they’re doing amazing things and I’m like 
 what am I doing, I can’t do that kind of thing, but largely positive.” (Female entrepreneur, aged 21).  
 
The following quote from a male entrepreneur who created an algorithm for video compression 
and conversion which increases the speed of which businesses and users can upload footage 
further highlights the concept of mixed, polarized emotion which can be both positive and 
negative;   
 
 “[I was] quite excited, because I thought, ‘okay, this is something new, this is something I can do.’ Yeah, 
 excited and trepidatious and but, also confident, because I knew that it is something that it is new and 
 that works, and is a real benefit to the people; a mix of excitement and terror.” (Male entrepreneur, 
 aged 40).  
 
The findings suggest that emotional dyads are ubiquitous in the next-generation context. 
Similarly, the findings show that some international entrepreneurs have a tendency for accepting 
duality, while others do not and therefore tend to struggle with the polarization of mixed 
emotions. The following quote from a male entrepreneur who creates portable personal 
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transportation (e-vehicles) using ‘Advanced Modular Transport and Energy Systems’ (AMTES) 
technology, describes this polarization of emotions which can be difficult to contend with when 
pitching the businesses concept to a group of potential investors;  
 
 “… I had a bundle of emotions that entire session… I prepared for my speech and I totally blanked out and 
 didn't talk. I think I recited what I needed to recite quite decently, but I just did not remember… I could 
 have fainted…. There was the break in between [pitch sessions] - we got people talking and that was very 
 positive and exciting. I was getting overly excited, and actually thinking that we could win this thing.  So, 
 at the end, I guess adrenalin when they’re calling the names for, I think it was the top two prizes, you’re not 
 the second, maybe the first. Then [you experience] the dread that comes when your names not called. I 
 remember that well.  Then after… it was mixed emotions, I struggled with that.” (Male entrepreneur, aged 
 24). 
 
Emotion Regulation 
Our findings on emotion regulation add to the conceptualisation of Markowska, Härtel, Brundin 
and Roan (2015), who propose a dynamic model of the centrality of emotions in the development 
of entrepreneurial identity. Particularly, we extend this model by highlighting that emotion 
regulation is an important extension to understanding the role of emotions in the entrepreneurial 
process of identification (identity). We found that international entrepreneurs regulate not only 
their own emotions, but also the emotions of others within the firm. The findings suggest that 
next-generation international entrepreneurs tended to engage in emotional sharing to socially 
reinforce and regulate emotions. The following quote from a male entrepreneur who creates 
portable personal transportation devices describes that coping with negative emotions in 
conjunction with improving self-efficacy can be built through social support of peers and 
colleagues;  
 
 “Pitching is a part of what I do. I know after a few times, where I’m like I have not had the chance to 
 properly prepare, it shows in my performance.  It comes to realising that sometimes you can’t expect to 
 perform well. So, when that happens, it’s a daunting experience. But if I do prepare [for pitch situations] 
 and when I am with people I work with… I’m much calmer…They [peers] help me get through it” (Male 
 entrepreneur, aged 24). 
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Sharing and labelling of emotions can be expressively beneficial (Zahavi, 2015), and could be 
seen a risk-management strategy, given that international entrepreneurial firms are often seen as 
a single organism, requiring all people making up this organism to be emotionally stable for firm 
to operate optimally. However, not all international entrepreneurs in this research were 
forthcoming with emotions. Several entrepreneurs signaled difficulty in identifying and labelling 
the myriad of emotions experienced in daily business environments, particularly in complex, and 
often isolating next-generation settings. For instance, one female entrepreneur of a tax and 
superannuation app describes difficulty in identifying and expressing emotions, but also 
highlights emotional sharing with reference to positive emotions as opposed to negative 
emotional experiences, which could be seen a way to save face, particularly in the early stages of 
venture formation;  
 
 “I have a hard time saying my emotions and stuff…I don't reflect and things like that, so I only talk to 
 my brother really.  My parents are people who – obviously I love them but if something good happens then 
 I tell them, I won’t tell them about the work that goes into it, I’ll just be like, “This good thing happened.”  
 So, it’s nice to give them good news and they get happy about it.” (Female entrepreneur, aged 21). 
 
Interestingly, some international entrepreneurs mentioned the need to regulate not only negative 
emotions, but also positive emotions. Managing and cultivating positive emotions are suggested 
to be particularly useful for building resilience to stressful events (Tugade and Fredrickson, 
2007). The entrepreneur of a business who develops augmented reality interfaces for retail 
outlets highlights the importance of regulation of positive emotional experiences;  
 
 “It's just I knew that it was a good win. Not like jumping up and down or anything like that. You were 
 mentioning earlier when you’ve got to suppress something or you got to hold it.  You know it’s the highs 
 that I hold myself down. It’s not the other way around.” (Male entrepreneur, aged 35). 
 
Within the array of emotion regulatory behaviours used in daily life, people often engage in 
strategies that increase and enhance their positive emotional experiences; in this way, regulating 
positive expressions of emotion can reduce the impact of negative emotions, particularly in the 
short term (Tugade and Fredrickson, 2007). The findings further suggest that international 
entrepreneurs who were comfortable with duality of emotions tended to mention healthier coping 
styles, and were able to regulate and process their emotions, rather than suppressing them. The 
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following quote, provided by a female entrepreneur of an app, which scans the daily torrent of 
social photos to glean insights and identify social influencers highlights mixed emotions 
experienced in the firm’s initial conceptualisation, and points towards the key ways in which 
emotions are managed, particularly negative emotions which are induced by liability of newness 
and fear of the unknown;  
 
 “I embraced the positive emotions because I found that they were the most productive. They let me just get 
 on with it and make the phone calls and do all the things that were completely outside of my comfort zone. 
 The negative ones; I guess I probably just had to identify them. So, my strategy was probably just going, 
 “okay, all right, yep, you’re feeling this, or you’re feeling that or you’re feeling unsure,” or whatever it 
 might be, and then I’d go back to what the plan was and what I had found and just had to trust my research, 
 and I had to trust that I had done the work that I needed to do. So, relaying on trusting myself, that it was a 
 good call. So that was probably my strategy of dealing with the emotions - and whining to my husband. 
 [laughs]” (Female entrepreneur, aged 34). 
 
Entrepreneurial Identity 
To investigate identity, we drew from Optimal Distinctiveness Theory (ODT: Brewer, 1991), 
which proposes that individuals will seek out associations with groups that allow them to 
maintain an ‘optimal’ balance between the need to be included, and the need to be distinct 
(Brewer, 1991, 1993). Leveraging ODT, our findings signify that international entrepreneurs 
encompass multiple micro-identities, which is in contrast to research within the entrepreneurship 
context, which typically proposes that that entrepreneurship functions as a single identity and 
confers ‘distinctiveness’ (Shepherd & Haynie, 2009). The findings indicate that often these 
micro-identities are derived from a number of roles both related to the personal (i.e. family, faith, 
extra-curricular etc.) and professional lives (i.e. international business strategy, finance, 
operations, logistics, marketing, human resources etc.) of international entrepreneurs. 
Individually, these roles collectively contribute to the construction of an international 
entrepreneurial identity. The following quote from an entrepreneurial app developer 
demonstrates this finding;     
 
 “I think you have to wear a lot of different hats and you have to control a lot of things, but you’re only as 
 good as your support network. The entrepreneurs that I’ve seen that have succeeded are all people who 
 have massive support networks who have people to talk to.” (Female entrepreneur, aged 21). 
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The findings indicate that while these identities are often hidden, they do form an important part 
of entrepreneurial identification. Past research indicates that ‘distinctiveness’, or the need to be 
distinct serves as a fundamental role in establishing a meaningful sense of identity (Shepherd & 
Haynie, 2009). Research also states that people have a psychological need to feel distinctive and 
unique (Brewer & Pickett, 1999). The findings indicate that founders in this study mostly do not 
identify with the label ‘entrepreneurship’. The following two quotes demonstrate this finding;   
 
 “So, being an entrepreneur, I claim it [the term].  If somebody meets me, depending on the world, 
 sometimes I’m a  business owner, sometimes I’m an entrepreneur, sometimes I’m a founder. I would like to 
 see that change but it’s sort of like people identifying as a traveler.  What exactly is a traveler?  So, I 
 personally identify as an entrepreneur. As a job title, I would never give it and I think that’s actually a bad 
 thing in a sense because you need to be able to own everything you do and I do own everything I do.  But I 
 think the word –  same with the word “innovation” right now is being thrown around too freely and any 
 word that’s used  freely loses value.” (Male entrepreneur, aged 45). 
 
 “Anyone can be an entrepreneur.  If they sell lemonade on the side of the road, they’re you are an 
 entrepreneur.  But anything that’s easily attained isn’t valuable.  Not everyone can say, ‘I’m CEO’.” 
 (Female entrepreneur, aged 24). 
 
Although individuals, particularly those who identify with entrepreneurship often seek to be 
‘distinctive’, there is also a need that theory positions as a trade-off to the need to be distinct – 
that is, the need to belong (Baumeister & Leary, 1995). Baumeister and Leary (1995, pg. 1) state 
the need to belong as a “powerful, fundamental and extremely pervasive motivation”. Social 
identify theory (cf. Ashforth & Mael, 1989), which proposes that a person’s sense of who they 
are depends on the group/s to which they belong, may also provide an explanation for the 
socially reinforced nature of the next-generation environment that we have identified in this 
research.  
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DISCUSSION AND CONCLUSION  
 
In our treatment of emotions within an international entrepreneurial context, this research 
represents a departure from mainstream convention. The focus of our research was to provide 
insight into the role of positive and negative emotions, how they influence international 
entrepreneurial identity and behaviour, and how complex emotion regulation processes transpire, 
in next-generation technology-driven environments. We argue that in order to allow 
entrepreneurs to effectively manage emotions and succeed in technology-driven environments, 
examination of emotions in the context of the next-generation entrepreneur is imperative. 
Overall, our aim was to offer an explanation as to why some next-generation international 
entrepreneurs are better able to manage emotions and draw on healthier coping styles to regulate 
and process their emotions. In doing so we have extended, in part, the literature on international 
entrepreneurial identity by applying cognitive appraisal theory and contrasting it with emotional 
regulation theory for next-generation founders who operate in dynamic technology-driven 
environments.   
 Theoretically, the primary implication of our research surrounds highlighting the 
importance of the interaction between emotion, emotion regulation and entrepreneurial identity. 
While extant literature has focused on identifying the emotional experience of entrepreneurs, we 
highlight specifically which emotions matter for next-generation international entrepreneurs. 
Further, we extend the dynamic model of entrepreneurial identification and dis-identification 
(Markowska et al., 2015) with the inclusion of emotion regulation. We argue that emotions are 
important in understanding how individuals function, and thus the inclusion of emotion 
regulation provides evidence as to how an entrepreneur may regulate emotions, particularly 
when experiencing negative emotions and dis-identifying with entrepreneurial identify. In doing 
so, we demonstrate that emotion regulation is not unidirectional, by rather bidirectional and that 
emotion regulation strategies may also be required when an entrepreneur experiences both 
positive and negative emotions.   
 Practically, this research provides insight into the emotional experience of the next-
generation international entrepreneur. Specifically, our findings promote mindfulness and self-
reflection, allowing international entrepreneurs to better understand the impact of their emotions 
on decision-making. In doing so we shed light specifically on emotion regulation strategies - that 
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can assist in avoiding emotional confusion, misunderstandings and poor decision making when 
operating in next-generation environments, give these settings will require entrepreneurs to be 
responsive, flexible and agile. Our finding suggest that some international entrepreneurs 
experience a constant struggle with entrepreneurial identify, at times this can either be conducive 
to identification, where primarily positive emotions are experienced, and at other times dis-
identification, where primarily negative emotions are experienced. Thus, our findings indicate 
that emotion regulation strategies are important for international entrepreneurs in balancing their 
emotions and in fostering psychological well-being. Reflecting on the research findings, it is our 
hope that scholars will move to ‘re-examine the people-side of entrepreneurship’ (Mitchell et al., 
2002, pg. 93). Greater theoretical and empirical research is required to appropriately detail and 
develop the ‘emotion’ ‘emotion regulation’ and ‘identity’ implications of international 
entrepreneurship. It is our hope that this research represents a promising first step in this 
direction. 
  
 25 
 
Reference List  
 
Ashforth, B. E., & Mael, F. (1989). Social identity theory and the organization. Academy of management review, 
 14(1), 20-39. 
Australian Bureau of Statistics. (2015). Counts of Australian businesses, including entries and exists. Retrieved 
 from: http://www.abs.gov.au/ausstats/abs@.nsf/mf/8165.0 
Baron, R. A. (2008). The role of affect in the entrepreneurial process. Academy of Management Review, 33(2), 328-
 340. 
Baumeister, R. F., & Leary, M. R. (1995). The need to belong: desire for interpersonal attachments as a fundamental 
 human motivation. Psychological bulletin, 117(3), 497. 
Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. Journal of the Academy of 
 Marketing Science, 27(2), 184-206. 
Beyers, L. (2006). Forum Qualitative Sozialforschung / Forum: Qualitative Social Research, Vol 7, No 2 (2006). 
 Retrieved from: http://www.qualitative-research.net/index.php/fqs/rt/printerFriendly/89/185  
Bell, R. (2015). Developing the next generation of entrepreneurs: Giving students the opportunity to gain 
 experience and thrive. The International Journal of Management Education, 13(1), 37-47. 
Brewer, M. B., & Pickett, C. L. (1999). Distinctiveness motives as a source of the social self. The Psychology of 
 the Social Self, 14, 71-87. 
Canina, L., Palacios, D., & Devece, C. (2012). Management theories linking individual and organizational level 
analysis in entrepreneurship research. International Entrepreneurship and Management Journal, 8(3), 271-
284. 
Cacciotti, G., & Hayton, J. C. (2015). Fear and Entrepreneurship: A Review and Research Agenda. International 
 Journal of Management Reviews, 17(2), 165-190. 
Cavusgil, S. T., & Knight, G. (2015). The born global firm: An entrepreneurial and capabilities perspective on early 
 and rapid internationalization. Journal of International Business Studies, 46(1), 3-16. 
Chandra, Y., Styles, C., & Wilkinson, I. F. (2015). Opportunity portfolio: Moving beyond single opportunity 
explanations in international entrepreneurship research. Asia Pacific Journal of Management, 32(1), 199-
228. 
Chowdhury, F., Audretsch, D. B., & Belitski, M. (2015). Does corruption matter for international 
entrepreneurship? International Entrepreneurship and Management Journal, 1-22. 
Coviello, N. (2015). Re-thinking research on born globals. Journal of International Business Studies, 46(1), 17-26. 
Coviello, N. E., & Jones, M. V. (2004). Methodological issues in international entrepreneurship research. Journal of 
 Business Venturing, 19(4), 485-508. 
Davidsson, P., & Wiklund, J. (2001). Levels of analysis in entrepreneurship research: current research practice and 
 suggestions for the future. Entrepreneurship: Theory & Practice, 6(2), 81–99.  
Doern, R., & Goss, D. (2014). The Role of Negative Emotions in the Social Processes of Entrepreneurship: Power 
 Rituals and Shame‐Related Appeasement Behaviors. Entrepreneurship Theory and Practice, 38(4), 863-
 890. 
Economist Intelligence Unit. (2011). Frontiers of disruption: The next decade of technology in business.
 Retrieved from: http://resources.emailsrvc.net/2011/ricoh/tl_next_decade/pdf/LON%20-%20DM%20-
 %20Ricoh%20-%20Executive%20summary%20WEB.pdf  
Eisenhardt, K. M., & Sull, D. N. (2001). Strategy as simple rules. Harvard business review, 79(1), 106-119. 
Foo, M. D. (2011). Emotions and entrepreneurial opportunity evaluation. Entrepreneurship Theory and 
Practice, 35(2), 375-393. 
Folkman, S., Lazarus, R. S., Dunkel-Schetter, C., DeLongis, A., & Gruen, R. J. (1986). Dynamics of a stressful 
encounter: cognitive appraisal, coping, and encounter outcomes. Journal of personality and social 
psychology, 50(5), 992. 
Glavas, C and Mathews, S. (2014). How international entrepreneurial characteristics influence Internet capabilities 
for the international business processes of the firm. International Business Review, 23(1), 228-245.  
Glavas, C., & Mathews, S. W. (2015). The influence of technology-mediated environments on international business 
 experience for internationalisation: Does international experience matter? McGill International 
 Entrepreneurship Conference, London, United Kingdom.  
Grégoire, D. A., Cornelissen, J., Dimov, D., & Burg, E. (2015). The Mind in the Middle: Taking Stock of Affect and 
 Cognition Research in Entrepreneurship. International Journal of Management Reviews, 17(2), 125-142. 
 26 
 
Grégoire, D. A., Corbett, A. C., & McMullen, J. S. (2011). The cognitive perspective in entrepreneurship: an agenda 
 for future research. Journal of Management Studies, 48(6), 1443-1477. 
Gross, J. J., & Thompson, R. A. (2007). Emotion regulation: Conceptual foundations. Guilford Press: New York.  
Gross, J. J. (2002). Emotion regulation: Affective, cognitive, and social consequences. Psychophysiology, 39(03), 
 281-291. 
Gross, J. J. (1999). Emotion and emotion regulation. Handbook of Personality: Theory and Research, 2, 525-552. 
Gross, J. J. (1998). The emerging field of emotion regulation: an integrative review. Review of General 
 Psychology, 2(3), 271-299.  
Handler, W. C. (1991). Key interpersonal relationships of next-generation family members in family firms.  Journal 
 of small business management, 29(3), 21. 
Haynie, M., & Shepherd, D. A. (2009). A measure of adaptive cognition for entrepreneurship 
 research. Entrepreneurship Theory and Practice, 33(3), 695-714. 
He, F., Sirén, C. A., Singh, S., & Solomon, G. T. (2013). Offsetting the Diminishing Returns of Failure Experience: 
 The Role of Emotion Regulation. Academy of Management Proceedings (1), 14975. 
Hindle, K. (2004). Choosing qualitative methods for entrepreneurial cognition research: A canonical 
 development approach. Entrepreneurship theory and practice, 28(6), 575-607. 
Huy, Q. N., & Zott, C. (2015). How Founders Perform Emotion Management to Generate Resources for New 
 Organizations. Academy of Management Proceedings (1), 12191.  
Jones, M. V., Coviello, N., & Tang, Y. K. (2011). International entrepreneurship research (1989–2009): A domain 
ontology and thematic analysis. Journal of Business Venturing, 26(6), 632-659. 
Knight, J. (2015). Updated definition of internationalization. International Higher Education, (33), 2-3.  
Knight, G. A. (2001). Entrepreneurship and strategy in the international SME. Journal of International 
 Management, 7(3), 155-171. 
Larsen, J. T., McGraw, A. P., Mellers, B. A., & Cacioppo, J. T. (2004). The agony of victory and thrill of defeat 
 mixed emotional reactions to disappointing wins and relieving losses. Psychological science, 15(5), 325-
 330. 
Maor, M., & Gross, J. J. (2015). Emotion Regulation by Emotional Entrepreneurs: Implications for Political Science 
 and International Relations. The 73rd annual MPSA conference, Chicago. 
McDougall, P. P., & Oviatt, B. M. (2000). International entrepreneurship: the intersection of two research 
 paths. Academy of Management Journal, 43(5), 902-906. 
Michl, T., Welpe, I. M., Spörrle, M., & Picot, A. (2009). The role of emotions and cognitions in entrepreneurial 
 decision-making. In Understanding the Entrepreneurial Mind (pp. 167-190). Springer New York. 
Mitchell, R, J., Mitchell, R, K., and Randolph-Seng, B. (2014). Handbook of entrepreneurial cognition. Edward 
 Elgar: Northhampton.    
Oviatt, B. M., & McDougall, P. P. (2005). Defining international entrepreneurship and modeling the speed of 
 internationalization. Entrepreneurship Theory and Practice, 29(5), 537-554. 
Patzelt, H., & Shepherd, D. A. (2011). Negative emotions of an entrepreneurial career: Self-employment and 
 regulatory coping behaviors. Journal of Business venturing, 26(2), 226-238. 
Podoynitsyna, K., Van der Bij, H., & Song, M. (2012). The role of mixed emotions in the risk perception of novice  
 and serial entrepreneurs. Entrepreneurship Theory and Practice, 36(1), 115-140. 
Russell-Bennett, R., & Härtel, C. E. (2011). Coding emotions in complaint behavior: Comparing the Shaver et al. 
 and Richin’s consumption emotions sets. What Have We Learned? Ten Years On: Ten Years On, 7, 151. 
Ricoh. Thought Leadership (2015). Businesses to enter a new era of decentralization. Retrieved from: 
 http://thoughtleadership.ricoh-europe.com/eu/thenextdecade/  
Sarasvathy, S., Kumar, K., York, J. G., & Bhagavatula, S. 2014. An effectual approach to international 
 entrepreneurship: Overlaps, challenges and provocative possibilities. Entrepreneurship Theory and 
 Practice, 38(1), 71–93. 
Schumpeter, J. A. (1934). The theory of economic development: An inquiry into profits, capital, credit, interest, and 
 the business cycle (Vol. 55). Transaction publishers. USA. 
Shane, S. A., and Venkataraman, S. (2000). The promise of entrepreneurship as a field of research Academy of 
Management Review, 25(1), 217-226.  
Shaw, E. (2011). Toward a theory of entrepreneurship: The significance and meaning of performance and the 
 emotion  management of entrepreneurs. Doctoral dissertation, Brunel University Brunel Business School 
 PhD Theses. 
Shepherd, D. A., Williams, T. A., & Patzelt, H. (2015). Thinking about entrepreneurial decision making review and 
 research agenda. Journal of Management, 41(1), 11-46.  
 27 
 
Singh, S., Corner, P. D., & Pavlovich, K. (2015). Failed, not finished: A narrative approach to understanding venture 
 failure stigmatization. Journal of Business Venturing, 30(1), 150-166. 
Simpson, R., Irvine, K., Balta, M., & Dickson, K. (2015). Emotions, performance and entrepreneurship in the 
 context of fringe theatre. Organization, 22(1), 100-118. 
Scherer, K. R. (1982). Emotion as a process: Function, origin and regulation. Social Science Information/sur les 
 sciences sociales, 21(4/5), 555-570.  
Steier, L. (2001). Next-generation entrepreneurs and succession: An exploratory study of modes and means of 
 managing social capital. Family Business Review, 14(3), 259-276. 
Tugade, M, M., & Fredrickson, B, L. (2007). Regulation of Positive Emotions: Emotion Regulation Strategies that 
 Promote Resilience. Journal of Happiness Studies, 8(3), 311-333.   
Van Gelderen, M., Kautonen, T., & Fink, M. (2015). From entrepreneurial intentions to actions: Self-control and 
 action-related doubt, fear, and aversion. Journal of Business Venturing, 30(5), 655-673 
Veciana, J. M., & Urbano, D. (2008). The institutional approach to entrepreneurship research. Introduction. 
International Entrepreneurship and Management Journal, 4(4), 365–379. 
Welpe, I. M., Spörrle, M., Grichnik, D., Michl, T., & Audretsch, D. B. (2012). Emotions and opportunities: The 
interplay of opportunity evaluation, fear, joy, and anger as antecedent of entrepreneurial 
exploitation. Entrepreneurship Theory and Practice, 36(1), 69-96. 
Wright, R. W and Ricks, D. A. (1994). Trends in international business research: Twenty-five years later. Journal of 
International Business Studies, 25(4), 687-701.  
Ward, T. B. (2004). Cognition, creativity, and entrepreneurship. Journal of business venturing, 19(2), 173- 188. 
Zahra, S. A., Korri, J. S., & Yu, J. (2005). Cognition and international entrepreneurship: implications for research on 
 international opportunity recognition and exploitation. International business review, 14(2), 129-146. 
Zander, I., McDougall-Covin, P., & Rose, E. L. (2015). Born globals and international business: Evolution of a field 
 of research. Journal of International Business Studies, 46(1), 27-35. 
Zott, C., & Huy, Q. (2010). The Affective Roots of Resource-based Theory: How Founders' Emotion Regulation 
 enables Resource Creation in Firms. DRUID conference. Track: "Opening Up Innovation: Strategy, 
 Organization and Technology" Imperial College London Business School, London.  
 
 
